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What Is The ACMA?
Who We Are:
•

The American Catalog Mailers Association is the only organization of its kind in the United
States, which exists solely to advocate on behalf of companies that mail catalogs and their
suppliers.

Why We Were Established:
•

Before ACMA’s founding in 2007, the direct marketers, online, and store retailers who mail
catalogs did not have representation. Since that time, this industry’s ability to affect postal,
tax, and other national policies impacting our businesses’ bottom lines has increased
many times over. Today, decisions in Washington include input from catalog interests.

Why We Need Your Support:
•
•

While the challenges continue to grow, our continued success in Washington can only be
assured through greater support from the catalog marketers, online and store retailers
who also mail catalogs, and their suppliers.
ACMA’s continued success depends on the commitment and passion of its members. No
matter a company’s size, businesses are stronger and more effective when they speak
with the same voice together in common purpose.

Our Success:








Catalog postage is at least 15% less than it would have been without ACMA’s advocacy.
Because of the ACMA, the USPS has modified a variety of regulations and programs to
better accommodate catalog mail. These include incentive programs, address placement
location, the Intelligent Mail Barcode, among many others.
Without the ACMA’s aggressive advocacy work, all remote marketers would now be
collecting sales taxes across more than 10,000 jurisdictions. While work remains ongoing,
ACMA seeks to ensure that any new state or federal laws do not disadvantage or place
unreasonable burdens on companies that use catalogs in their marketing mix.
The ACMA’s leadership is composed of business veterans with extensive experience
influencing policymakers and postal regulators in Washington. We leverage our
experience to advocate before the US Postal Service, the Postal Regulatory Commission,
other regulatory agencies, and Congress.
ACMA is efficiently run with low overhead and high “bang for the buck” value.

Representative Makeup:
•

Membership comprises B2C and B2B catalogers, key suppliers, consultants and other
thought-leaders, including Yankee Candle Co., Hanover Direct, Orvis, New Pig, and other
large, medium and small brands.

The Price of Membership:
•
•

ACMA member dues are roughly 0.25% (one-quarter of one percent) of mailers’ annual
catalog postage, from $1,000 to a maximum of $30,000.
ACMA companies who have been members since its inception have realized an incredible
15x ROI.

Additional information can be found at www.catalogmailers.org

ACMA In the News, May 2018 - April 2019
(The following articles either include ACMA comments or were penned by ACMA staff. Click on the
headline links for the full stories, which are listed in reverse chronological order.)
















Senate Democrats Push for Moratorium On Remote Sales Tax Collection
Citing ACMA Data, TV News Report Asks: Are Catalogs Making a Comeback?
Possible Momentum, Spurred by ACMA Efforts, Builds That Congress Could Act on
Must-Pass Wayfair Bill
ACMA Letter to House & Senate Leadership Signed by 116 in Industry
ACMA Urges Congress to Delay Remote Sales Tax Obligations Until April 1
With More States Requiring Online Sales Tax Collection, Concerns Rise
Colorado Emergency Sales Tax Regs May Be Problematic
Court Dismisses ACMA, NetChoice Suit in Indiana After Settlement
State of Wayfair: Indiana Settles, Maryland Adopts Emergency Rule
Multistate Tax Commission, ACMA/NetChoice Open Constructive Discussions
ACMA Op-Ed in The Hill: Ramifications of SCOTUS Sales Tax Ruling UNClear
Wayfair Decision Bringing Clarity, Uncertainty in Equal Measure
Supreme Court Rules in Favor of States in Online Sales Tax Case
Big Tax Victory in Alabama

8 Benefits of ACMA Membership
1. Gain Representation in Washington



The American Catalog Mailers Association leads the fight in Washington and state legislatures on the most significant
policy issues affecting the direct marketers, online merchants and store retailers who mail catalogs, as well as their
suppliers.
Over the past 10 years, ACMA has championed lower postage rates, beat back intrusive sales tax legislation,
advocated for smart e-commerce policies, and built trusted relationships with regulators and legislators to address the
individual concerns and needs of its members.

2. Preferred Status With Postal Regulators
•

Any time US Postal Service officials consider doing something with anyone in the catalog sector, they ask us, 'What do
you know about this company?' When officials hear they're an ACMA member, that makes a huge difference in the
outcome.
Example: Longtime member Potpourri Group’s executives said they would not have known about the
opportunity for a catalog-specific postal Negotiated Service Agreement (NSA) if not for ACMA, including our
guidance and support during the process. ACMA is willing and eager to help other similarly situated member
catalogers get NSAs and the postage savings can be quite significant.

3. Relationships With Key Policymakers


Whenever a tax or regulatory issue is up for debate in Congress, ACMA is there — lobbying members of Congress and
regulators to make sure the voice of the catalog marketing industry is heard.
Example: ACMA’s aggressive outreach to members of Congress was instrumental in stopping Congress from
passing fatally-flawed sales tax collection legislation that would have exposed catalog marketers to thousands
of tax jurisdictions and auditors in 46 states.

4. ACMA Members Get VIP Treatment
•

Postal and other key government officials know the ACMA is plugged into Washington and can work to make sure their
members’ voices are heard.
Example: When an ACMA member recently had some issues with a catalog mailing it was unable to solve
after months of trying with local USPS reps, they called on the ACMA for help. Since we are well connected to
postal officials, the postal regulator and Congress, we knew who to call and got the problem solved. Postal
officials take care of ACMA members because ACMA has proven it has access to the right people in
Washington.

5. Members Gain the Information They Need & Can Use
•

Members receive a steady flow of catalog-specific information about what is happening in DC - both generally, postalspecific, tax-related, plus any/all other key externals of concern to catalogers.
Example: Rather than wasting your time sifting through industry newsletters that barely touch on the issues
you care about most, ACMA provides the catalog-specific insights you care about. Not only do we curate the
info you need; we also explain why it matters to you.

6. Members Receive Exclusive Early Notice
•

Oftentimes, members gain from our insights well before they hear it elsewhere – postage incentives, early warnings
about regulatory compliance, prognostications of catalog rate changes, etc.
Example: Our members got wind of the postal summer sales three weeks before anyone did – and that was
critical because notice was so short

7. Your Personal Problem Solver
•

ACMA will advocate for issues specific to your company. When problems arise involving your company and USPS,
state tax collectors, or other crises, where can you turn? ACMA is available to members round-the-clock to help resolve
myriad of issues impacting your business.

8. ACMA Growth = Vital Support & Continuous ROI
1.
2.

The only way to manage external costs is collectively as an industry. No matter how big a company you are, trying to
manage these matters individually is often too much for one company.
Companies that have been ACMA members from the outset have achieved a supersized 15x ROI on their membership
dues. This kind of ROI can only be sustained if ACMA continues to add more members like you. It is a numbers game in
Washington. You join, you help bring in other members to join, everyone benefits.

www.catalogmailers.org

ACMA Supplier Membership:
7 Compelling Reasons to Join
If you are a supplier to companies that mail catalogs, you may be wondering what the
value is in joining an advocacy organization that is completely focused on the needs of
catalog mailers. Below are 7 specific points as to why supplier members (and not just
the catalogers) need to be on board as well.

1.

2.
3.
4.

5.

6.

7.

You're taking certain action to protect the long-term financial health
of your catalog client base, and you demonstrate an unwavering
commitment to the catalog vertical.
ACMA’s work has resulted in higher circulation volumes than
would have been the case otherwise.
Your support is crucial in keeping the ACMA healthy enough to
continue fostering greater catalog mail volume.
Your support for ACMA is a reminder to mailer members of the
services you make available to them and a constant reminder that
you are willing to bid for their business.
You can cultivate your business relationships with cataloger
members and use your considerable influence through relations with
USPS and other organizations to keep them mailing.
You gain the chance to develop close executive relationships with
owners, officers and thought-leaders in the catalog industry rather
than just the purchasing agents. For the most part, the primary
member contacts from ACMA cataloger members are CEOs.
Lastly, it’s no secret that marketing channels continue to shift to
online and away from print. But that shift doesn’t have to be so
severe. Catalog postage is far less than it would have been if not for
ACMA’s advocacy. If we grow and are better supported, we’ll ensure
there continues to be a catalog industry. Plain and simple: That gives
you more healthy customers and prospects to work with.

www.catalogmailers.org

1-800-509-9514

info@catalogmailers.org

ACMA’s Catalog Action Funds
Support specific areas of ACMA’s program of work by providing much needed resources dedicated to a
particular issue. The catalog industry’s Action Funds are segregated accounts held by ACMA, made
available as a “war chest” to deploy on specific issues that impact cataloging, and thereby eliminating the
time and effort needed to raise funds in the heat of battle.
Please note that your contributions to ACMA Action Funds will not be used for any general ACMA
“corporate purposes.” You do not have to be an ACMA member to donate. Rather, you are supporting our
network of consultants on whom we depend to advocate for catalogs. These moneys only will be used to
fund out-of-pocket expenses to impact the specific issues outlined in this document. Large volume donors
may be considered for Steering Committees of each Fund.
1.

Postal Action Fund
Provide resources for advocacy, research and promotion of a postal issue favorable to catalogers,
including rates, regulations, mail use, and consumer promotions that keep mail affordable and
effective for catalog marketers.

2.

Tax Action Fund
Support ACMA’s policy positions on tax matters including support to favorable coalitions sympathetic
to catalog marketers on sales/use tax, compliance and reporting, as well as documenting the cost of
proposed changes to tax laws.

3.

General Action Fund
Allow ACMA to respond to threats and opportunities that have not been previously identified,
ensuring a resource base to address significant threats.

Restricted Status: Each Fund is separately administered as restricted under the direction of the ACMA Board of
Directors by the ACMA Treasurer and our association accountant. An elected Officer from the Executive
Committee or the Board will authorize disbursements. Details on expenditures will be made available to any
material contributor upon request. Restricted funds may be released only upon authorization of the benefactor or
in the event the contributing entity is defunct, by vote of the ACMA Board.
Use of Funds: Moneys from each fund may be used for hiring lobbyists, economists, attorneys,
consultants, public relations or government relations personnel, conducting research or other surveys
highlighting positions favorable to cataloging, supporting coalitions or other groups allied to our positions,
paying for advertising aimed at influencing elected officials or other stakeholders, organizing grass roots
outreach, education or advocacy in support of public policy positions or for other tactics favorable to ACMA
policy positions. Money raised will not be used to support any political candidate or political party; these
moneys must come from a Political Action Committee.
Last revised: February 2019

American Catalog Mailers Association, Inc., P.O. Box 41211, Providence, RI 02940-1211 • 800-509-9514
www.catalogmailers.org
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4imprint
Alexander & Company
ALG Worldwide Logistics
American Meadows
AmeriMark Direct
Arandell Corporation
Audio Advisor, Inc.
Barco Products Company
Baudville Brands
Belardi Wong
Black Forest Decor
Bluestone Perennials
Bluestem Brands
(including Orchard Brands)
Brian Doyle Consulting
Canon Solutions America, Inc.
Caravan Tours
Catalog Design Studios
Catalog Marketing Economics
Charleston Gardens
Christian Book Distributors
Cigars International
Circa Lighting
Cleaner Supply
CohereOne
Coldwater Creek Direct
Colony Brands
Colorblends
ComputerGear
Cornerstone Brands
Country Casual Teak
Crate and Barrel
CTA (Christian Tools of Affirmation)
D Cubed Group
DEPlabs
Donna Salyers Fabulous-Furs
Ecommerce Outdoors
Edmund Optics
Brad Ekiss
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Epsilon
Excelligence Learning Corp
F. Curtis Barry & Company
Fairytale Brownies, Inc.
FitnessFinders
Fry Communications
FULLBEAUTY Brands
GaelSong
Gardens Alive!
Gardener’s Supply Company
GiftTree
Great American Business
Products
Hammacher Schlemmer
Hansel Group Marketing
Harriet Carter Gifts
Healthy Directions
Healy List Marketing
Hemisphere Marketing
Hodges Badges Company, Inc.
Holts Cigar Co.
Horizon Paper
Intelisent
Infogroup Media Solutions
iQor

• J.S. Eliezer Associates, Lindenmeyr
Central

•
•
•
•
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•
•
•
•

Divisions of Central National Gottessman

J. Schmid Associates
J. McLaughlin
Johnson Smith Co.
K-Log
KBM Group
King Arthur Flour
Riley Kuntz
LSC Communications
Lett Direct
Littleton Coin Co
Liz Kislik Associates
Luxury Brands (including Ross-Simons)

• The MAIL Group
• Mackenzie Ltd
(d/b/a Chesapeake Fine Food Group)

• Magnetic Concepts
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(Covert Industries)

MARCO Promotional Products
MarketLab
Mason Companies
Monastery Icons
MCH Data
MeritDirect
Midland Paper
Natchez Shooters Supplies
NaviStone
NeoVox Global
New Pig Corporation
Northern Safety Company
Nueske’s Applewood
Smoked Meats
Olive & Cocoa
Oracle Data Cloud
Oriental Trading Company
Orvis
PMX Group (formally Paradysz)
Path2Response
Paul Fredrick
pc/nametag
Peruvian Connection
PetEdge
Plow & Hearth
Port Hawkesbury Paper Company
Positive Promotions
Potpourri Group
Quad/Graphics
Raymond Geddes
Recreational Supply Co.
Resolute Forest Products
Revival Animal Health
Rio Grande, Inc.
Ripon Printers
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Sappi
See’s Candies, Inc.
Shades of Light
Silver Star (including Miles Kimball)
Soft Surroundings
Solisco Printers
Specialty Commerce Corp
Specialty Store Services
Sportsman’s Market/Sporty’s
Stark Bro’s Nurseries
Store Supply Warehouse
Sun Precautions
Taylor Corporation
TC Transcontinental Printing
Territorial Seed
The Dingley Press
The Pond Guy
The Teaching Company
Touch of Class (Parke-Bell)
Trainers Warehouse
Travers Tool Co.
Uncommon Goods
Universal Screen Arts
Uno Alla Volta
Venus
Verso Corp.
Vermont Country Store
Vermont Teddy Bear Co.
W. Atlee Burbee
Wiland
Winston Brands
Yankee Candle
Z Gallerie

Member Color Key:
Catalog Mailer (98 = 68%)
Supplier (33 = 23%)
Consultant (14 = 9%)

ACMA ANTITRUST STATEMENT
The American Catalog Mailers Association (ACMA) is an industry trade association
incorporated as a not-for-profit to advocate for the economic, regulatory and public
relations interests of the catalog industry. Its prime function is to serve the unique
collective interests of catalog mailers as a whole, not to advance the interests of any
individual cataloger or supplier to the catalog industry. To accomplish this broadbased industry representation and advocacy, ACMA brings together representatives
from the catalog industry and its suppliers who are or might be competitors.
ACMA engages in no activity that might result in the restraining of competition among
its members or others in any manner. The ACMA Board, through this statement of
policy desires to make it clear that it is unequivocally committed to the principles of
competition as prescribed by the antitrust laws and the strict compliance by its
members of those laws. To memorialize this, the Board of Directors has adopted an
Anti-Trust Statement that will be referred to at each ACMA meeting or event and to
which all members of ACMA must adhere.
Any propriety data collected by the ACMA will be handled only by paid staff who are
not permitted to release individual company information to any member. All
information gathered for the statistical reporting of industry activity will be presented
in aggregate form only; no individual information will ever be released in public or to
any individual party. Should this ever be gathered, information on member sales
volumes, postal and mail plans including total postage paid, pieces mailed and other
proprietary specifics will be used only for the purposes of advocacy or membership
census. Each staff member with access to this data is required to sign both the
ACMA Anti-Trust Statement and ACMA Non-disclosure agreement.
It is the responsibility of every ACMA member to be guided by ACMA’s policy of strict
compliance with the antitrust laws in all ACMA activities and meetings. It is the
responsibility of officers and committee chairs to ensure that this policy is known and
complied with in the course of activities under their leadership.
Antitrust compliance is the responsibility of every member, and violation of the Code
of Conduct – Antitrust Compliance will be cause for immediate suspension of the
violator from membership in the Association.
Adopted: May 2007

CODE OF CONDUCT-ANTITRUST COMPLIANCE
The following rules are applicable to all ACMA activities. They shall be observed in all
situations and under all circumstances without exception.
1. ACMA’s Antitrust Statement shall be distributed and read to the meeting attendees
prior to opening any session.
2. No ACMA activity or meeting shall be used for the purpose of bringing about or
attempting to bring about any understanding or agreement among competitors
regarding prices, term or conditions of sale, distribution policies, costs or production,
territories covered or customers served.
3. No ACMA committee or group shall undertake any activity, which involves the
exchange or collection of any information regarding prices, pricing methods or costs
of production, sales or distribution.
4. DO leave any meeting where improper subjects are being or will be discussed.
5. DO seek legal advice from your own organization’s counsel or from ACMA's legal
counsel if you have questions about the antitrust laws or your responsibilities under
these laws.
Modified: July 2017

American Catalog Mailers Association, Inc., P.O. Box 41211, Providence, RI 02940-1211 $ 800-509-9514
www.catalogmailers.org

Members of Congress Facility Tour Checklist
1. Confirm Info
 Who should the company’s point of contact be in arranging the
visit?
 What type of function does the company’s facility in the state or
district perform (eg: HQs, fulfillment center, call center, etc.)?
 How many people does the company employ in the state and/or
district?
 What would be some good dates for the Senator and/or
Representative to visit?
 Would you be comfortable with the media covering the event?
 Would you be comfortable with the ACMA writing about this event?
 Is there any additional background information that the Senator
and/or Representative and his staff should be aware of?
2. Send Meeting Request to Scheduler
 Note: Depending on the office’s staff structure, the scheduler may
be in their state/district office or in their Washington, DC, office.
3. Reach Out to State Staff
4. Confirm Date of Visit
5. Brief employees
 Dress code
 What to say and what not to say
 Potential photo opportunity
6. Work with Senator and/or Representative’s office to coordinate press
strategy
7. Questions?
 ACMA member help line: 800-509-9514 or
staff@catalogmailers.org reaches full ACMA staff for immediate
action.

April 2019

Member Fact Sheet
And Some Pointers on How to
Engage & Recruit New Members

Members: Below are some facts about ACMA as well as a list of points you should make
when attempting to recruit additional members to our organization. When recruiting, in
addition to using the material below, always feel free to refer member prospects to
Hamilton, Lynn or Paul.
ACMA QUICK FACTS
Founded: 2007
Member Count: 138 companies (est. as of May 2017)
Member Makeup: 64% catalogers, 25% suppliers, 11% consulting firms (est.)
Dues: For catalogers, ¼ of 1% of your annual postal spend; for suppliers a comparable
amount based on your annual revenue from clients who mail catalogs
‘SELLING POINTS’ FOR RECRUITING NEW MEMBERS









Despite its relatively short history, ACMA has a proven track record of impact. It’s the
only such entity owned by and focused solely on catalog mailers’ interests. Members
share their own requirements as catalog mailers, which go directly into the ACMA’s mix
of input to postal and other public policy decision-makers for change in catalogers’ best
interests.
Members gain access to periodic, exclusive “member only” email updates providing
details from Washington that catalogers need to know. These updates often contain
“heads-up” alerts of postal and other public policy matters to give members a chance to
plan ahead for change. Perhaps the most punishing blow to so many catalog mailers
from the 2007 postal rate increase was how it caught so many by surprise. With these
kinds of member updates, members will no longer be caught off-guard like that.
On a broader level, ACMA membership acts as your own insurance policy. ACMA is the
only organization fighting for catalog mailers’ best interests, whereas other
organizations have myriad other interests they need to give equal, and often greater,
attention to. Because ACMA is still relatively small and under-financed, joining the
association will help it grow and thrive, all on your behalf.
A member input contribution policy that’s open to all. Although ACMA policy is governed
by a board of directors, the association’s policy is to take any and all member input very
seriously. Members speak, the association listens and acts promptly.
A chance to network with other ACMA catalog members. Catalog mailers speak their
own “language." They have unique needs and most are willing to share their ideas and
concerns with other catalogers. A membership with ACMA provides this forum.

HOW TO OVERCOME PROSPECTS’ HESITANCE OR OBJECTIONS:
1. Concern: Who needs another trade organization?
Response: Until ACMA was formed, no single trade group had represented the interests of
catalog mailers — solely catalog mailers, namely with regard to the setting of postal rates.
Catalogers have different needs than other bulk mailers and it’s been ACMA’s mission to
get both the USPS and the Postal Regulatory Commission to better focus on catalogers’
interests and needs.
2. Concern: Catalogers always get burned by postal rate increases, why bother?
Response: ACMA has been bothering for the past three years and had a lot to do with the
development of the 2009 and 2010 “summer sales” as well as the relatively low CPI-capped
rate increases for catalog mail since, among many other initiatives.
3. Concern: My company can’t afford to join
Response: Your company can’t afford not to join. Rather than categorizing your ACMA
membership dues with other P&L line items, consider your membership an insurance policy
that will help lower your postal bill going forward.
4. Concern: What’s my ROI?
Response: ACMA can’t guarantee a specific ROI, but can assure you that you’re not only
spending your money wisely, but you’re also helping support a very worthwhile cause, one
your company’s survival depends on.
5. Concern: I don’t want to disrupt my relationship with other trade groups
Response: You won’t. ACMA has very good, working relationships with PostCom, the
Coalition for a 21st Century Postal Service, the Print Council, the Direct Marketing Association
(now Association of National Advertisers), NEMOA, and other groups serving your interests.

Frequently Asked Questions:
Your Business’s Political Involvement
Q: Why do this? My voice won’t matter …
A: Actually, you’ll be surprised at how much impact you can have. While the amount of
feedback Members of Congress (MOC) typically receive depends on the issue and its
scope, the numbers are much more modest for most “special interest” matters (eg:
those likely to affect an industry or business). A half-dozen quality communications can
translate into “fistfuls of letters” on the floor, and 50 or so quality communications might
be translated as “my constituents are screaming about it.”
Q: I don’t like politics / I think the political process is broken / We don’t get involved in
political issues …
A: This is a little like saying “I don’t care about my future.” The American political process
is far from perfect, but the system depends on individuals’ participation to work. The
less politicians hear from “regular working Americans,” the more likely they take
positions that do not represent mainstream thinking. In fact, it’s our belief that politically
inactive top managers are not doing their job properly – they are not being effective for
stockholders, employees or anyone dependent on their companies’ future – as they are
not doing everything they can to manage the external environment.
Q: Our politician is Democrat (or Republican) and I am not …
A: This is not about supporting one party or another. This is about getting what one needs
from lawmakers to have a successful enterprise. Some effective contacts can actually
be from constituents registered to the other party as it gives the politician a chance to
earn a new supporter. Some successful business advocates are registered
independents. The political process serves everyone, not just party members of elected
officials.
Q: We don’t have time for this …
A: It need not require extensive resources or time. It is about doing the right thing at the
right time, however. ACMA can help you leverage your capabilities most efficiently.
Plus, think how much time gets eaten up responding to a Washington-based crisis.
Q: Who should do this?
A: Ideally, every employee of the company. Realistically, the more the merrier, but top
management / ownership is critical to credibly relay the economic impact or “jobs”
argument. Depending on your company’s structure, a plant manager or facility GM is
the senior-most representative locally. Top-to-top meetings between CEOs and MOCs
are very impactful. The best outcome would be to leverage the entire workforce from
ownership to distribution center floor, including suppliers, customers, unions, family
members, etc.

ACMA has some experience leveraging these constituents in a non-partisan efficient
manner. We can help design an appropriate program for your company to inform,
motivate and direct action on issues that affect all stakeholders connected to catalogs.
Please contact us for more information or to take action.
Q: Is this going to cost me? Do I have to give money?
A: Yes and no. Money is never required as a condition to expressing your political wishes,
nor is the giving of money tied to access. On the other hand, the political process does
not work without money. That’s the reality. Political donations do get attention.
Politicians know who their supporters are. We would be happy to discuss specific giving
guidelines you may want to consider. Note: By law, all political contributions must be
from personal funds and not company funds. Contributions are not tax deductable.
Q: If my politician doesn’t vote my way, I am not giving anything …
A: Be careful of tying your monetary support and an elected official’s vote on any particular
manner. Not only might it be considered bad form, it could also come off as bribery. It is
understood that you will not continue to support a politician aligned with your positions.
Do not threaten or tie support to this.
Q: Where do I get help or more information?
A: We are happy to help both members and non-members get politically connected and
active. Call 1-800-509-9514 or email action@catalogmailers.org. More information is
also available at www.catalogmailers.org.

© 2017 American Catalog Mailers Association, Inc., All Rights Reserved. Unauthorized use without prior permission from the
American Catalog Mailers Association is illegal and will be prosecuted.
------------------

The American Catalog Experience:
Catalog Marketing’s Social
Importance to American
Consumers & Culture
Catalogs Bring A Variety of Good to Americans
Overview
The catalog industry has a wide-sweeping impact on American culture, well beyond the
economic benefits of employing millions of people, paying millions in federal, state and local
taxes, and conserving energy and natural resources. The American catalog experience has
significant and important social benefits to American culture and consumers.
Catalogs are Good for American Consumers and Our Quality of Life
 Catalog shopping is convenient and available 24/7/365 from one location accessed by
mail, telephone or online. Oil consumption, traffic congestion, and parking are not
factors.
 Catalog shopping is unconstrained by geography, thus eliminating physical and distance
boundaries. Catalogs put a world of products in the hands of Americans.
 Catalogs allow instant service whenever and wherever people wish to shop. They are
accessed anywhere, home or business.
 Catalogs define “universal access” for merchandise and commerce.
 Catalog shoppers consistently report it is easier to get detailed product knowlege and
excellent customer service over the phone than elsewhere (or even to find a sales
associate). There is usually no or little waiting time to get help.
 Catalogs fight the homogenization of products driven by retail consolidation (“the WalMart-ization of America”). Retail economics force aggressive rationalization of
merchandise assortment. If retailers do not sell a high number of pieces per individual
store, they cannot exist. If catalogers, who usually offer a much broader assortment, do
not sell a high number of pieces nationwide, they cannot exist. Retail and catalog are
different business models and both are important for the growth of the American
economy.
 Catalogs create an easy way to comparison shop without necessitating multiple trips to
different stores.
 Catalogs make sending a birthday, holiday or special occasion present to anyone,
anywhere a convenient pleasure, helping Americans stay connected in an increasingly
mobile society.
 Catalogs allow people to shop for potentially embarrassing products in the privacy of
their own home without worrying about being out in public — for instance, a cancer
patient buying a wig, or consumers buying unusual or plus-sized clothing in the privacy
of their home rather than in public at stores. Personal hygiene, medical and disabilityrelated products are frequently purchased from catalogs for enhanced privacy.
 Some of the specialty products sold by catalogs includes diabetes-related products,
organic products, business productivity tools, pharmaceuticals, and other specialized
goods for which a ready retail market might not otherwise exist.
 Catalogs contribute to the quality of life by providing a convenient, fun, compelling
leisure time experience. Recreational shopping is an important pastime for many
Americans.

Catalogs and the American Experience
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 Catalogs remain part of a shared experience in America that remains relevant, human
and enjoyable in the increasingly impersonal age of ecommerce and electronic media.
 Catalogs form part of our collective experience. Who doesn’t remember the childhood
pleasure of paging through the often-remembered Sears Wishbook catalog?
Catalogs are Good for the Environment
 Catalogs may be America’s biggest carpool.
 Catalogs have a low carbon footprint and are becoming more environmentally friendly
every year. Yes, catalogs use paper, but the modern advances in forestry management
have made trees a sustainable crop. In fact, there are more trees in North America today
than there were at the time of Columbus’s voyage. Plus, advances in the recycling of
paper continue to develop and it takes 60% less water and energy to make recycled
paper than to break lignin into virgin fiber. Please see CatalogMailers.org for more
information on Catalogs and the Environment.
 Catalogs make the phone ring, a nearly environmentally neutral communications method
in a society increasingly aware about ways to cut our carbon footprint.
 With very few exceptions, catalog companies demonstrate responsible mailing practices,
honoring consumer demands concerning mailing frequency, contact methods, and
individual consumer needs and wishes. Catalogers are, by the precise and stringent
economics of cataloging, self-regulating, and cannot afford to do otherwise.
Catalogs are Good for the Economy
 Catalogs stimulate consumer demand, both for direct and retail, fuelling the largest
engine of economic activity we have.
 Catalogs are highly targeted and merchandised to meet specific consumer interests and
needs, thus representing an effective and efficient marketing channel to maintain and
strengthen American competitiveness.
 Catalog brands have a long-term relationship with Americans that is part of the shared
American experience. The ability to come back to trusted brands and companies for the
things we need, knowing the consistency and helpfulness we will find as consumers can
be relied upon again and again. This is a high ideal of American commerce.
 The robust American catalog shopping expereince allows for a shift in power from the
retailer to the consumer.
 Catalogs are mailed predominately to willing customers who may have a pre-existing
relationship with retailers, or to those consumers who have requested a catalog from a
company they are interested in shopping with, or to other “opted-in” consumers who
have expressed interest in receiving marketing information or specific offers.
 Catalogs help small businesses succeed.
Catalogs Encourage Small Business
 Catalogs allow many small businesses to quickly and efficiently access specialized
products that keep them competitive despite their niche focus, small scale or remote
location.
 Catalogs efficiently and effectively serve niche avocations and vocations, serving
Americans and allowing these businesses to be productive at a lower cost of operations.
They help “level the playing field” with larger companies that have more extensive
sourcing operations.
 Catalogs provide an important distribution option for small- and medium-sized
manufacturers, importers, wholesalers, inventors and designers, all of whom do not have
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the scale, sophistication or capital to sell their products to the “Big Box” retail giants,
which demand prices that are impossible to meet.
 Catalogs provide a national market test for new products and the discovery of small
niche market opportunities that would otherwise require large budgets and sophisticated
deployment. This creates greater innovation and broader consumer solutions than would
be possible otherwise. For example, the electronic thermometer, which is now a
standard for families with newborns, was developed in exactly this manner.
 Catalogs provide a national audience for small companies and start-up operations,
helping keep small business as the largest creator of jobs in our economy.
Catalogs are Good for Disadvantaged and Rural Americans
 Catalogs can be the only alternative for shut-ins, infrimed, handicapped, elderly or those
with limited mobility.
 Catalogs provide viable shopping venues for rural citizens who live too far from stores.
 Catalogs provide the older population with well-being benefits. The regular contact with
letter carriers and delivery service providers who deliver packages to the home reduce
the sense of isolation and provide beneficial human contact and a “safety-net,” helping
seniors stay connected to the community and creating a sense of normalcy so critical to
well-being and mental health.
 Catalogs enable people to lend a helping hand to those they do not know, including the
poor, destitute or imperiled throughout the world (consider, for example, Heifer
International, CARE, NWF or other nonprofits that have catalog businesses).
 Catalog companies do not have to be located in urban centers and can instead create
quality jobs for rural America. High-employment catalog companies are found in
locations such as Freeport, Maine; Dodgeville, Wisconsin; Dyersville, Iowa; and many
other remote locations.
Catalogs, Their History, and Their Role in American Commerce












Interstate commerce developed because of catalogs.
Rural free delivery was spurred on by catalogs.
Parcel Post developed the required scale due to catalog shipments.
Early catalog brands were among the first to have a national identity.
More than half of America shops via catalogs.
Catalogs allow marketers to have a national footprint without being a mass merchant,
having helped develop the idea that we can have national brands without the
requirement to open stores in every state.
Baby Boomers buy more from catalogs — per capita — than any other generation.
Catalog use increases with the age of the consumer, particularly pertinent in “the graying
of America.”
Catalogs provide important content to keep mail relevant and welcome in the household.
Cataloging did $270 billion in sales in 2006 and supported more than 20,000 different
firms, as well as thousands of supplier companies and service vendors.
Cataloging economics fundamentally changed in 2007 following a massive postage
increase. This spurred industrywide experimentation to reduce mail volumes, which fell
nearly 35% within less than five years. Catalogers have worked to perfect non-mail
marketing techniques in sync with their print catalogs, which they still heavily rely on.
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Catalogs and the Internet
 As a whole, catalogers were pioneers in the use of the Internet for the sale of products
and services to consumers and businesses.
 By in large, catalogers receive about half their orders online depending on the product
category and demographic they serve—yet the paper catalog is responsible for
generating more than half a company’s online sales (some companies report it is
upwards of 90%). The symbiotic relationship between the paper catalog and online
technology yields greater convenience for everyone from single, working moms to full
families, to the elderly, to the physically handicapped, further driving social and
environmental benefits, time and efficiency.
 Catalogs are also drivers of retail traffic, promoting commerce, jobs, and convenience for
brick and mortar retailers.
 With rare exception, every cataloger has sophisticated e-commerce deployment, making
full use of all established and most emerging, technologies.
 Catalogers largely do not distinguish between mail and Internet as business objectives.
They see it as being about communicating with people in the way they want to be
reached via media consumers already use. It is also about using the most efficient and
desirable means possible to stay in touch with customers. The combination of the
catalog plus the Internet creates a very powerful marketing and distribution system that
impacts and improves lives.
 Catalogs establish brands then extend those brands’ reach to the Internet, offering
Americans hard-to-find products at value-based pricing.
 Catalogs help consumers feel confident about online purchases. Catalog merchants
have a long and protected tradition of honoring their commitments as responsible,
customer-oriented, integrity-driven businesses.
 Catalogs prompt people to tell others through social media (i.e., blogs, Twitter and
Facebook) about the products that inspire. This “viral” effect of community and
commerce has multiplicative financial and emotional benefits. It also increases
consumer satisfaction and marketer responsiveness by providing a ready forum for
customer comments, reviews and feedback.
 Catalogs provide an alternative transactional method for those Americans concerned
about online privacy or transactional safety.
 Catalogs still have the highest order response of any vehicle available to direct
marketing. Consumers ”vote with their feet." This indicates that a great deal of value is
put on the receipt of a catalog that creates a residual benefit for both online commerce
and the American economy.
Conclusion
Since the mid-1990s, many experts have predicted the extinction of the printed catalog.
However, until the double-whammy of the huge postage increase of 2007 and the Great
Recession of 2008-2009, catalogs in America continued to thrive, aided and enhanced by
the maturation of Internet marketing. As both the general economy and postal rates have
settled down, it’s been proven that “rumors of catalogs’ demise” continue to be over-stated.
With catalogers’ continuously responsive use of recycled paper and tree replanting, as well
as their close attention to self-regulation, this responsible industry is primed for greater
growth going forward.
Last revised: April 2016
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Grassroots Guide
Local Outreach Package for ACMA Members
Make Your Voice Heard in Your Community
Introduction
Legislators have a say in everything that affects your life and job: postal policy, health care,
retirement, privacy, taxes, you name it. Important decisions such as these should not be made
without input from those who are directly affected by those decisions.
The success of the catalog industry depends on a network of committed industry members
like you — individuals who educate themselves on the issues and contact their legislators to
reinforce the efforts of the professional organization and lobbyists working on catalog issues.
Your ACMA staff and professional lobbyists maintain a constant presence in Congress. We
meet legislators, monitor committees, and are part of the process on a daily basis. However,
we are most effective when backed up by constituents contacting their legislators directly with
a consistent, mutually-reinforcing message. Elected officials listen to the citizens who put
them in office. Here is how you get involved and make a difference!

Keys to Effective Grassroots Lobbying
Preparation prior to contacting your legislator is vital to effectively lobbying on specific
legislation.
1. Know your legislators: Who are they? How many terms have they served? How
have they voted in the past on postal and other issues of concern to your catalog
business? Are they sponsors of relevant legislation? What committee(s) has the
legislation been referred to? Who are the chairman and members of those
committees? Also, to figure out who represents each location where you have
employees, visit www.capwiz.com/printing/home
2. Know the “Ask”: When discussing specific legislation, you will need to know the
number of the bill and short title. If you’re ever unsure about this, always feel free to
ask ACMA staff. Be concise about what you are asking the member to do for you. For
more up to date information visit the U.S. Postal Service website at: www.usps.com.
And for the most recent rulemaking updates visit the Postal Regulatory Commission
site at www.prc.gov .
3. Build coalitions with community groups alligned with your positions and organizations
such as your local Postal Customer Council (PCC) chapter. (Visit
https://www.usps.com/business/local-pcc.htm for information on PCCs.) Compile a list
of groups likely to join forces on an issue, including well-known individuals who
generally support similar Postal and Tax reforms. Discuss possible coalitions with
ACMA staff to make sure their position is appropriately aligned with cataloging.

Contacting Your Legislator
Making contact with legislators following your preparations can be effectively accomplished in
a number of ways.
1. Face-to-face meetings with legislators or their legislative aides are often the most
effective means of explaining your position on an issue and seeking their support.
They help legislators “put a face on the issue,” on the company you represent, and
could help to develop a long-term, mutually-beneficial relationship with them.
These meetings can be arranged in their local offices in your district or in their
office in Washington, DC. Legislators are generally in their home districts Friday
through Monday or throughout the weeks when Congress is out of session. You
can find the schedule for both the House of Representatives and the Senate at
http://thomas.loc.gov/home/schedules.html. The following guidelines can aid in
effectively talking to legislators.







Be professional, showing courtesy and respect when asking legislators to
support the catalog industry and your business.
Introduce yourself, even if you’ve talked with these legislators before.
Be concise. Get to the point in a friendly, yet brief, manner. Stick to one issue
and avoid diluting your message by talking about a variety of subjects.
Be reasonable and honest. Don’t argue or debate. Give them the facts in a
clear, concise manner. If you are asked a question you don’t know, tell them
the truth and that you will get them the information.
Be consistent, ensuring the message being conveyed is the one agreed upon
by the ACMA.

You could also invite your Member to visit your facility rather than going to the district
office. Be prepared to provide the office with information on your organization, the
number of employees you have in the Member’s district and the impact their actions on
postal, tax, privacy or any other key external issues have on you, your company and
your employees.
2. Email and Letter writing are both effective means of grassroots lobbying. Email is
a very effective lobbying tool because one email can reach many of the legislators
in a matter of seconds. The legislators may have to cast a vote on pending
legislation immediately, making it imperative they hear from their constituents
quickly, leaving no time for the traditional letter to be sent. A few key rules should
be followed when emailing or writing your legislator.
 Email or letter? Letter writing can be seen as a more personal touch, but don’t
rely on a postal-delivered letter if the matter is urgent. All mail sent to the Hill
since 9/11 undergoes intense extra processing for toxins (eg: anthrax) and it can
take upwards of two to three weeks before reaching your Member of Congress.
 Identify yourself, using your full name and title (if pertinent), address and
phone number. Identify the business you are affiliated with, and any impact you



may have on the state or district (i.e. number of employees and facility
locations).
Be direct and to the point, using specific bill numbers/titles. Do not ramble; be
concise, then expand as needed. Make it clear what you want - to vote in favor
or against specific policies, amendments or bills.

3. Phone calls can be used as both an initial contact and as an effect follow-up to an
email or visit. The following are effective and easy tips for phoning your legislator.
 Prepare by making a list of points you want to make during the conversation.
 Identify yourself to the person answering the phone using your full name and
location in the district – it is important that you establish you are a concerned
constituent.
 Ask to speak to the staff member who is handling postal, tax or the
particular policy you want to discuss. When leaving your message with
staff, include specific information about your request or position on a bill. If the
legislator is on your side, express appreciation for his/her support.
 Always be courteous, concise and consistent and remember to thank the
legislator or staff for their time.
4. Follow-ups are always crucial. Make one after every contact with your legislator.
Always follow up a meeting with a brief thank-you note and any additional material
they may have requested. After a vote or positive legislative action, follow up with
a letter expressing thanks or disappointment.
 Send a thank-you letter to the legislators for their time.
 Follow up a personal visit with a phone call, email or letter reiterating your
key points.
 Following a vote, contact your legislator expressing thanks or disappointment
with the outcome. Remember, legislators are always focused on their reelection. As a constituent, it means a lot when they know you are following their
actions.
 Additional information legislators have requested should be delivered to them
as quickly as possible.
 Keep in contact with your legislators. They want and need to know the
effect of their actions and if their actions were popular and supported by their
constituents.
 Notify the ACMA, and any coalition of which also you may part of, about your
activities, planned events, and responses you receive from the legislator.
Notification can be sent to action@catalogmailers.org. This allows ACMA to
make sure the message is being listened to. A constant flow of two-way
communication is essential to successful grassroots lobbying.

Establishing a Relationship
Members of Congress (MOC) typically have many different interests pulling at them one way
or another on a given piece of legislation. While no MOC wants to disappoint any constituent,

the reality is that sometimes they much choose whom to disappoint. MOCs who have strong
relationships with constituents often decide in favor of the positions of those closest to them.
Work at building a close relationship with your MOC. Here are some ways to accomplish this:
1. Be consistently in touch: Some constituents only take the time to work with their
MOC when they want something. A better way to manage the relationship is to be
consistently in touch over long periods of time.
2. Work on the MOC’s re-election committee or campaign: Politicians must be reelected in order to serve. Not only may you have the opportunity to work with your
official “shoulder to shoulder” on a campaign stop, but they also notice those
constituents who make the effort to get involved.
3. Donate: The reality of the political system is that it takes resources to win an
election. Those who donate are noticed.
4. Attend fundraisers: Find out about events your member is attending and
participate.
5. Attend town hall meetings: MOCs often hold town hall meetings in their district to
engage in conversations about critical issues. Attend and participate. You may
even get a chance to speak on the issues that matter to you.

More Information
See ACMA’s FAQs on Political Involvement or email action@catalogmailers.org for more
information.
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